ecere 


a 


- The job of extension workers in marketing’ is Education: 
Education | Should result in the improvement of human behavior, 
ae involves one or more of the following alia 

oo Increasing the: Benuledee’ Of ‘the usiiiduat 

b. .Changing the attitude of the individual 


Cc. Changing, the behavior of the individual 


ce. othe. broad objective in agricultural marketing is to improve 
Be ‘tMarketing processes. and. narke ting systems, The further’ 

se objective is to encourage farmers, handlers, and consumers 

So eo. Use marketing facilities more. oe ht NU to the end 

Bena e that the general welfare is promoted. eile Oe 


ee ee: 
To develop ‘an 1 ide retandine of economic principles and public 
ae policy that affect the mirketing of agricultural products. 
Te increase the understanding of farimers, hindlers, and 
consumers regarding market LN a practices, and facilities. 
Dey help farmers adjust their production and marketings to 
marke t and consumer demands. moh 
eee Kang : c. Quality e. Time 
db. Quantity: ON Vas Form” Paola as 


To help handlers—- aan 


a. To recognize problems in agricultural production 

vo Da: wee improved and. lower cost me gneds a merchandis— 
ih ing. ; 

Soe! To “recognize the effect of changes in pone Umer ‘pur- 

Py erat isapimeae power and. consumer preference.” 


sas Shits me 


uty eins) SF 
‘ sna oes) 
“ + , 


ne ‘recognize. ractong affecting agricultural supplies, 
the value. of various qualities and the cost of marketing 
Services. _ ; ; Ne 
To express their wants ‘and preferences: in relation to 
variety, pepheeing and processing. . 


‘ 
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10. The Extension Service has not only an opportunity but a responsi 


ceo aes their purchases and ons n 0: 
products to available apelin (kin ty, i) i 
season, and form), 
family income, 5 

d. To utilize agricultural products more effectively withe 
attention to dietary needs, nutritive values and prices, 


Scope of Extension Work in Marketing 


Agricultural marketing begins with the barvesting of. the crop 
and carries through until the product reaches the consumer. To 
bring about improvement in this broad field of agricultural market-_ 
ing, close cooperation is necessary between extension workers in 
marketing, production, and home economics. The areas in which 
extension education can produce results are: . 


iE Elimination of, or reductinn:4n; furesen and domestic trade : 
barriers that hinder the free flow of goods. SRLS 


2. Reduction in’ Rericetate margins and marketing cones in. ‘the various 
areas of the distribution system. 


3. The reconciliation of assumed conflicting economic interests 
between producers, handlers, oo consumers. f of 
4 


4. Evaluation of aietiae price policies, with recommendations 
for improvement. ; 


5. Evaluation of existing marketing facilities, methods, and- 
policies, with recommendations for improvement. — 


6. Grading, packaging, transporting, merchandising, and storing 
agricultural products to preserve quality, decrease waste, 
and increase the salability of farm products... 


7. Quality programs, 
8. Development of new products and new market outlets. 


9, Assistance in the developrent and interpretation of voluntary 
programs, regulations and laws penketnl te to the grading. Ge 
agricultural commodities. 


bility to work with both cooperative and non-cooperative types — 
of marketing (and pur chas ing) agencies, to obtain increased 
efficiency and a more effective marke ting systen. | Many of. the 
‘problems of cooperative associations are similar to. those of 
other types of agencies but each type has) its own distinctive i 
problems. rida ; Aen - 
Cooperative associations have served as a means for people to 
exercise their own initiative and enterprise, In the case of 


rin Tet 
ea oie 
oes See 
7 v ah > - Se , pee’ i 
eed to ; alt with on an objective educational basis 


Sais fey £40 (eke as is they ve & ian he 


"Principles and practices 
-« Organization and legal ii ahh ts ian 

- Financial structure °<. ; 
Responsibilities of menbers), directors, hb management, 
eta. 

Agricultural extension programs in marketing shouldbe closely 
‘ correlated with the programs Kas Ln he aia ane non~cnoperative 
peer esting agencies. — 


4 ‘ 4 


an Pre eters on paratdanent ce 


Ah glee age oan. like other phases of the Pie he ee Service 


os ram, requires the support of extension administrators 

- supervisors; county workers; and: subject-matter s Ded auieth in 
production and home Be well as specialists in market— 
ing who are assigned the leadership in marketing projects. Hach 
group may take part in the extension poet ane weeene a the 
nite ita 


Administrators of tite Extension Service 


The Ae es director howl de 


~ m i ¥ ‘ya res a el Page 


Codeide hea aur tlnenent of 8 ‘coumittee penroaantins the 

various extension areas eve aes with: pete eae - 

ee To consider Agus 

(bb) To assist in integrating ‘the overall extension 

: marketing work 

(ec) To appraise the effectiveness of) ‘marke ting 

activities B : aetna 

(dd): To recommend. appropriate action, ana abe 
eolsihart marketing programs ory Ceeisiy ‘in maintaining 

»~.- wholesome relationships between extension marketing 

— activities and Nip aaneivenananis lebr g 4) ‘eaching in market— 

inees A Wid tet as) oF 


Provide for training of. the:, staff in uasaiahiring work — 
BPaLG and ake f 


= q Phd» : 4 * « . 
so ‘ ae 7," . its . : ryee og 
2 Hach 5 se _ ; mae 


Dhaias hs Cee ae facilities and assume leadership 
_ in acquainting the: public: with extension work in market- 
Fane an iff . 


. 
.t 
iris 


‘Extension Supervisors should 


3. In each county-- 


ae 


d. 


4. Bybee Matter Spseialtats a “Fin Minka hs CG ae a ae 


Ae 
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eecnupate pile el of piss eee 


_ workers. 


ing work. gre i? Fae eT yah Ma nmr 


their districts. | 


Suggest counties, areas, ae totes in which rin eens iY 
work should be done, and act as a a liaison pen between Aes 
state and county, staff. yor. 45 ye i 


Arrange for training in ehadninns oF of county extension 

\ : te “s ae a a j . 
Kaep in contact with the development of marketing programs 
and give assistance and encouragement to constant progress. ~ 


’ 
\: . 


The county agent, as project TBuaernencery coordinate. the 
efforts of all. other county extension workers ~8 2) market- 


fonete extension Bere should take the. leaderehip Unites 
the cooperative and democratic development of educational — 
programs in marketing within their counties by utilizing 
the knowledge of local people and attitudes. County 
committees may be helpful. | 

County extension agents should aoaae the eee situation 
with respect to commodities produced or consuned in. the. 
county and analyze the problems involved. . They may want. 
and need the assistance of specialists or research workers. 


ry 


The county extension jeeutecsnetid.s 


(aa) Conduct ioead: meetings ae assist local narke ting 
and consumer groups. oe 
(bb) Consult with marketing leader before initiating 
marketing projects. 
(cc) Maintain adequate public relations and information 
programs regarding nev ULNe work and ea 
problems. ates : 
(dd) Periodically evaluate the marketing progran. 


\ 


Marie eae spe Ctea ses should. 

(aa): fonperde i badeeanio: in S03 exterstan narketing 
projects, 

(ob) Provide technical information, analyze narket 
situations, and present possibilities: in new 
marketing ventures to other- extension personnel - - 

“state and county. 2a! (er ees gt Wan ane Seca a 


ecded research, " 

i Train county workers and Donets: ‘in becketine. 

)’ Encourage marketing projects and:assuie the leadership 

in the director's advisory committee. 

Serve as a clearing—house for marketing information, 

© regarding products produced ‘or’ corisuried in the state, 

(gg) Analyze and interpret supply, demand-and price trends, 

La se and provide such other information that will encourage 
the orderly flow of commodities through the market. 

(hh) Help to create a better understanding among producers 

nay i ARE and consumers of markét functions, and the problens 

eee of? alle ecoups involved. “° He Nie MT 


PAR, Production Specialists should: 


n. 
* Yor 


(aa) idatise wih ee neg cease puaauite to marketing 

A problems in their subject Matter fields. 

barat Adjust their production programs and cooperate with 
marke ting puck ea ue to make the Peay use ak pawece 208 


a hoya 


resources, 18 Sr ean ee ANY 


e. Home’ ‘Economics Specialists: Bessie sy aearpneae ee 7S MEE 


/ While home economics personnel aad be concerned primarily 
with the consumer education phase of. the marketing progran, 
zi it is important that they help nore people ‘understand the 
fo bE the whole Bere tiie Pte lea Soni should: 
re Cab) Brevis technical . bernie tint on’ consumer Teen naaie, 
(bby). Work with the marketing program leader in analyzing 
Nts ; marketing problems, and .in encouraging research and 
seal »: educational projects relating to: consumer education. — 
(cc) Assist in directing marketing projects Mh ia tahe vip see bie 
ir nutrition and improved levels of. living..:'° he . 
(dd) Develop more effective methods of consumer ieaebion 
‘(ee) Assist-in evaluating the effectivencss: nen ‘consumer 
iF education pep avemiay ee aie 


= 


Bxtension*Research: Pa 
j Er! a 

Extension pause should ‘be LY: rented! in peaeerens When extension 
research workers act as a tean, coordinated as to time, subject 
iter, aie aascaleatt maximum ‘results can be ae tisiaidy : 


os Mahe - yt 


Vee establish Att best teanwns' wy it is necessary qs have: 


a 
as a a" tees Sys 


ne Resdarchi Fouresauavvun: in extension Planning. 
ess, 


Extension representation: in developing cai projects. 


Administrative encouragement and approval of this procedure. 


Ming sal 3h a eres f Be as Uap ea SN AUR ides Rca A et Be oly ‘ Wit sh Bite 
Soir gimp (at EGR ck mie é RAS al Bra Mimi hoea sit eect a + HK Piet an 


> 2. Research is oluatiey only tnedtas ao tne taeay 


obtained reaches the people who can use it. To m 
research more effective for extension use, i iB 
helpful to encourage "applied" research St ORB with "be 
research. | 


3. The "gap" that frequently prevails between available rese 
information, and information needed by extension workers 

_ require extension marketing surveys or, joint surveys be-- 

- tween research and extension personnel. 


Aa etene tan and research projects should be properly coordin 
Depending upon the problem, the most effective extension 
work in marketing may result from either: 


a. Extension work following research, or 
b. Extension work and research carried on simultaneously, 
or ‘ ; ‘ 2 . 


c. Extension work preceding research. 


In many instances, it may be necessary to use two, or all 
three, of these alternatives, a 


F. Relationships to Other gee 


Duplication of effort nour be acntaaal To make extension 
educational work in markefing more effective close cooperation _ 
will be necessary between the Extension Service and the various 
educational, research, regulatory and service departments of 
the many governmental agencies, (both federal and state) and 
with private agencies eneeeed in Sara te 


La: ee and State Agencies 


- 


Because of the impact. of ne Repcavent and Marketing 
Act special mention is made of - 


a. The Office of the Administrator of the Research. and 
Marketing act through which much of the new market- _ 
ing work will be: financed and COC ae aaglan 

‘b. The Geanelce Division in roe Feteral. Bxtension Servi 
which will be eume to give assistance in -— 
(aa) te chads and procedures 1G state pant, : 
(bb) Utilization of results from. Reet ney and et 3 

federal marketing research = . 41 ty ae 
di oc)mis Dare Levene of projects: on a regional basis Be ne. 


--, Cs». The State iieemuenmanns of idles “Ore Bureaus: s0F | 
Markets to which the regulatory and service work ea 
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fy 


rch nd} 


f 


Aes Weve ae the eriaar ies of their respective fields 
ee Develop working relationships 


i 


a . 


ivate Agencies (Including Cooperative Associations) 


Va eee tee of fextensiiod and rere Lina eenialists ‘should 
Sirens ta 


Pew cobrred ato: the: extension Ke Ee) programs in sia a 
woe wk tie ‘those, of PE LvEte eres 


dv. Rosie: Wet OnE ba marketing of ean vations with their 
~ marketing problems by offering information and material 
. eae ae in extension crane 3 progr ais, 

vig ce rUse euitahie material developed ty TEAS BeCGICe s such 

> as visual BLAS ON Come ny oy at pg RS 


- 


Hees dat Use the personnel of private agencies in any «way: that they 
fr can contribute to @ more aie eR ure casa alag: ‘program in 
marketing. ° 


iy ke , Baa ra > ; 
Pcie. Pe. within the nodntn el be directed 
ha ie een the See tha ah Boece wherever possible. 


technigues 55 rosentne AY eroups es The Sel lowide 
teaching ae sour is Peace ane 9: have Mohd et tecttve. 

oh Lectures, eats) iubaketion groups, pert and Sint visual 
aids, printed aan (sci radio. j 

Whe ao lishment of bites teevattns Daa § or oneey committees 
_ representing all groups concerned to analyze local marketing 
situations and develov recommendations upon which to base 
action if necessary. These councils should be developed to 

a tnclude members from commodity or functional LS ET 


- 


| tepresent ing specific: industries. — BES aD roped Coca i 


Ses of area-commodity: and aetna tcommittees to 
accentuate effective marketing programs in apect ese. industries, 
Oden as’ fruits, Bycc replies: livestock, Hist ot eM eats a aaa 


5.‘ Other pease such as market tours, exhibits, sales, 


& 


H; Training of Personnel i . ee 


they are to gain and hold the res eee and confidence of 
psople and ot thers with whom une. work. 


Training directed toward an understanding of ie principles — 
and practices of marketing should be provided for those who 
are or may be engaged in various phases of a peat Fat progran. 
Such training should include: 


1, Pre-service Training — der tatty chakra an 


There is a definite need for re-examination and 
revision of curricula, and of college. Peer methods» 
A college training program should: 


a. Provide training for extension work, Ot Sent 


b. Provide graduate studenee: as aaerecane ey extension 
workers. 


c. Recognize the value of field pe anaes to “POOR 
pata ne graduate frets 12 toon 2) € 


2. Students fitting fieeoeiee as oetiase ts in the agri- Tee 
cultural marketing field sane well epee ues courses 8 along 
the BOLO EY fase /* i 


ae General economics, Weise ante tpaeion and sert. 
cultural economics. — ae aes Sia au ed SS 


De Specialized sett tah te i ee in some. connndi ty ; 
. field. orth) Pe pes see Sl das cmtiaay ooh i 


ce. General training in production. 
d. Consumer education. Bee 3 RO 


ex. Public’ relations, = >». ; giant 


f. Field experience in marketing. of aul 
g. Extension methdds-and techniques. ©. (.2%. 2 0 


3. In-Service Training 


In-Service Teenie should be provided for all ex 
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Production pane ey aka: 
Home economies specialists. 


gana 


| Supervisors. WAT eek 4 


Dee WASTE AUT 
Avie) 


cath ae County extension agents. 


Training tn subject. DAL Levande in effective extension 

_ marketing methods and techniques may well be given through 
group and individual epee 2 aces Workshops, committee 
mee tines i touraes teeta reer 


Pa ese er terketing specialists should have the opportunity 
of participating periodically in regional conferences to 
EOD AEE ideas on new techniques and new developments. 
Aervotine Eee iee enn acute be Beh occasional leaves of 
absence with pay, to work with industry groups in marketing. 


Advanced Study ea ioe iaeehe Wa Nye 


a It is desirable that periodic leave for advanced study 
be provided all extension workers on a practical basis 


and that marketing specialists avail themselves of all 
such ae hata nt 


Pnanetat assistance such as’ continuing salary, scholar-— 
ovships or eat pare is essential, Sain 


College dehanieewetire should neve enibe’ ‘his value of 
field ae er, ee eae en credit for its 


ps! 


Extension Peel iets in meiriet ice can Gard Patients 
contributions in outlining a Eiger for advanced 
study in this field. 


_ Regional Extension Projects 


Regional research has provided a new source of extension 
information. 


Since 1940 eleven regional research publications have 
been issued by North Central States of which three 
relate to marketing. 


A regional study of egg marketing under R.M.A. is now 
nearing completion. 


Re 
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Extension should be alert. 


is my = i 
Y ey / | ; i ek an We We 
ce. Other peelonal, research in prog nt] 
feeder cattle and sheep, swine carca: grading, — 


storage lockers, and dairy marketing. — 


a. To use these results in state extension programs. 


b. To develop regional extension programs when economy and 
effective use of data appear to justify them. Infor-— A 
mation from the regional research project in egg market— 
ing indicates that certain problems are broader than one — 
state —- problems such as packing, handling and transporta 
This points to the need for the Sibu es or a regibnak 
extension PROT e eX in this field. : 

Extension administrators ‘should give early and ae see ni 

attention to initiating and PEE ets such regional extension 

work in marketing and proceed to - ; 


a. Outline the specific iepubone to be undertaken, states | 
that should participate, time and cooperating agencies. 


b. Outline the procedure for carrying out such projects, 


c. Determine what and how much personnel is required. 


4 
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